It's now time to reverse this arrangement. Because capitalism is at odds with planetary sustainability (Foster, 2017; Klein, 2014) , building a new advertising system will require scholars to think outside of the boundaries created by capitalism. While Foster (2017) argues there is a need to turn to the social sciences to "understand the social causes of climate change, and the necessary solutions" (p. 93), he also points out that much of the work in the social sciences is compromised and ideologically compelled to address issues in terms set by capitalism, which excludes most perspectives that challenge that system or its boundaries. Examining advertising outside of this context is quite challenging as the field is polarized between industry-oriented academics whose research is often administrative, and, at the fringes, critical scholars who see advertising as an extension of capitalism and therefore conceptualize it without positive agency. For the most part, while advertising is seen as a powerful tool that can create demand to increase consumption to meet capitalist production (Dyer, 1982; Faraone, 2011; McChesney, 2004; Galbraith, 1969) , most critical scholars have yet to see its potential power to meet the demands of alternative production models based on environmental sustainability or its ability to help transition out of capitalism. This assumption limits propensities to reimagine what an advertising system could look like if it wasn't subsumed under capitalism. It also limits abilities to harness and reverse the power of the current advertising distribution and transactional systems for environmental mitigation purposes.
According to Foster (2017) , the "danger to the planetary environment posed by the accumulation of capital is all-encompassing. This means that the ecological revolution will have to extend eventually to the roots of production itself" (p. 110). An advertising policy that addresses modes of production for products and services would go a long way as an incentive for manufacturers to change their behavior. It may even assist in the overall transformation away from an exploitative and unequal economy toward a new system based on a more harmonious relationship with nature and human development. In this sense, advertising can be viewed as a powerful mechanism within a system. Moreover, adjusting it has the potential to significantly redefine the nature and direction of that system. It's time to divorce advertising from its harmful relationship with capitalism and nature so that it can be used to help reverse the trajectory of the climate crisis. There is a need for advertising scholarship to image a new system of advertising policies that can pressure industries to transition their production processes to create more environmentally sustainable products and services. The questions become: what will new advertising distribution systems look like? How will they be regulated? Will they be limited to environmental issues, or will they also address social and psychological concerns? How would such a system do this? While there is little doubt advertising assisted the overall process that created global warming, it also has immense power and potential to help propel the planet out of the present climate crisis. It is merely a tool and we can define it how we want it to work for humanity. Using the advertising system as a gatekeeper, perhaps starting with significant fees for products and services that excessively contribute to global warming, may be the most useful and effective way the field of communication can contribute to mitigating climate crisis. 2/4 
